The authors provide a framework to predict when uncertainty will have a beneficial or detrimental impact on marketing promotions involving free gifts. Whereas uncertainty (i.e., not knowing which free gift will be offered) decreases purchase likelihood when the decision is cognitive, it increases purchase likelihood when the decision is affective. Using field and laboratory studies, the authors demonstrate that when the decision involves affect, people like to be surprised and appreciate uncertainty in the purchase process. When the decision is cognitive, consumers appreciate having information about the product offer. This research has both theoretical implications for research on affect and uncertainty and practical implications for marketing managers designing and implementing promotional campaigns.
M
arketers continue to struggle to design effective and profitable promotional campaigns. Common forms of promotion include coupons, seasonal price discounts, sweepstakes, contests, free samples, trial packages, loyalty reward programs, and free gifts. Promotions vary on multiple dimensions in an attempt to stand out and entice consumers to make a purchase. As such, marketers are becoming increasingly creative with their promotions to consumers. Consumer promotions have grown significantly over the years, accounting for one quarter of marketing budgets (Schultz, Robinson, and Petrison 1998) . Consumer promotion spending was $288 billion in 2003 (Schiller 2004) , and despite the recent economic crisis, overall spending on premiums and licensing alone was projected to be $45.8 billion in 2009, according to the VSS Communications industry forecast (Promo Magazine 2009).
The focus of this research is a common type of promotion that offers consumers a free gift with the purchase of a product. The largest industry to adopt such a promotion is cosmetics, with 60% of department store makeup and 40% of prestige fragrance sales associated with such offers (Sexton 1987) . The effectiveness of these offers has been mixed, and while some companies have more than 50% of their sales tied to free gifts (e.g., Estée Lauder), others (e.g., Chanel) do not offer any (Matthews 1995) . These "free gift with your purchase" promotions may sometimes mention the value of the gift and other times not (Raghubir 2004; Raghubir, Inman, and Grande 2004) . In some purchase occasions, consumers know what the free gift is (e.g., "buy a phone and get a set of earphones for free"). An alternative strategy is to offer an array of possible free gifts but make it uncertain which one consumers will receive (e.g., buy a phone and get either a set of earphones or a silicone case for free). These strategies have also been diversified to telling consumers the probabilities associated with winning some gifts over others.
Research in psychology and economics provides substantial evidence that uncertainty is negative. Uncertainty generates anxiety, and people cope with this anxiety by acquiring information that will help resolve the uncertainty (Calvo and Castillo 2001; Loewenstein 1994) . However, recent evidence suggests that people sometimes view uncertainty positively (Lee and Qiu 2009 ). Goldsmith and Amir (2010) demonstrate that people expect the best possible outcome when there is uncertainty about the outcome of a promotion (i.e., getting a low-or a high-value gift). As a consequence, they are equally likely to purchase a product when the outcome of the promotion is certain (high-value gift) or uncertain (either a low-or a high-value gift).
The research described previously either focuses on the negative (Calvo and Castillo 2001; Loewenstein 1994) or the positive (Goldsmith and Amir 2010; Lee and Qiu 2009) effects of uncertainty. Therefore, this research stream lacks a framework that can explain both when uncertainty will harm and when it will benefit marketing promotions. We show that the effectiveness of these promotions depends on whether the purchase decision is affective (i.e., affect has a strong influence on the decision-making process, which is more emotional) or cognitive (i.e., cognitions have a strong influence on the decision-making process, which is less emotional). In our studies, uncertainty refers to which gift
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customers will receive rather than whether they will receive a gift, as is the case with other promotional strategies (e.g., sweepstakes, contests). When consumers make decisions that are more cognitive, they search for information about their purchase. Uncertainty is not appreciated, because consumers do not know which free gift will accompany the purchase. When consumers make decisions that are more affective, they may become more open to being surprised with a gift. This will make consumers more likely to buy a product in the presence of uncertainty (vs. certainty) when there is affect involved. To our knowledge, this is the first research to propose, and demonstrate empirically, that decision affect may determine the success of using uncertainty in promotions involving free gifts. This issue is extremely important given that all consumer decisions involve some sort of cognition or affect, and variations on this dimension may determine whether consumers will buy a product.
The Distinct Roles of Uncertainty
Uncertainty frequently has a negative connotation. Any English-language dictionary reveals that synonyms of uncertainty, such as "hesitation," "doubt," and "insecurity," carry a negative meaning. Gneezy, List, and Wu (2006) demonstrate that people may value an uncertain reward even less than an event's worst possible reward. Uncertainty can also affect people's likelihood of taking action. The disjunction effect (Tversky and Shafir 1992) posits that not knowing the outcome of an event (e.g., grade on a final exam) makes people less likely to take action (e.g., go on a cruise) even though they would take action independently of the outcome (e.g., go on a cruise independently of the grade on the exam). These findings indicate that uncertainty can be undesirable and may prevent people from taking action until it is resolved. They are also aligned with common marketing wisdom that customers should be informed about the products and deals they are getting and that they may have negative feelings toward the firm when they do not believe they have been provided with all necessary information to make a decision.
However, the process of uncertainty resolution is sometimes positive. Wilson et al. (2005) show that going through the mental process of uncertainty resolution is pleasurable. Drawing from Wilson et al.'s research, Lee and Qiu (2009) show that consumers experience more positive feelings when the exact prize they will win from a lucky draw is unknown than when it is known. This phenomenon occurs as long as consumers can generate mental imagery of the possible outcomes. In a similar application, Goldsmith and Amir (2010) find that consumers are as likely to buy products associated with uncertain free gifts of different values (e.g., "receive a box of Godiva truffles or two Hershey's kisses") as products associated with the best possible free gift (e.g., "receive a box of Godiva truffles for sure"), even though the two sets have unequal expected values. The authors show that consumers are overly optimistic and ignore the possibility that the inferior outcome might prevail. This proposition relates to findings on the effectiveness of tensile pricing. Dhar, Gonzales-Vallejo, and Soman (1999) demonstrate that tensile pricing (when the promotion is described as a range, such as "save up to 60%") is more effective when the promotion does not diminish consumers' optimism about the discount they will get.
The preceding evidence suggests a puzzle. Uncertain outcomes sometimes generate negative evaluations and other times generate positive evaluations. It is important to develop a framework to specify the circumstances under which uncertainty harms and those under which it benefits marketing promotions. We focus on promotions in which consumers know they will receive a free gift but are not sure about which one they will receive. The issue is important from both a theoretical point of view, as is evident from the discussed literature, and a practical point of view. Promotions involving gifts are extremely common in the marketplace, and knowing when to increase or decrease uncertainty is of high managerial relevance to promotional campaigns.
Affect and Uncertainty
We propose that the direction of the effect of uncertainty in marketing promotions (i.e., "get one free gift for sure" vs. "get one surprise gift from an array of possible free gifts") will depend on whether the decision to purchase involves affect. We propose that the degree of affect associated with a decision will interact with uncertainty and determine purchase likelihood. We define affect as "an internal feeling state" (Cohen, Pham, and Andrade 2008) that involves feelings and moods (Russell and Carroll 1999) . In general, purchase decisions can be approached in a more cognitive or a more affective way. Affective decisions are characterized by the presence of more intense feelings in the decisionmaking process, whereas cognitive decisions are characterized by less intense feelings and more focus on getting the necessary amount of information to make a decision (Pham et al. 2001; Rottenstreich and Hsee 2001) . Affective decisions may be caused by internal factors, such as when a person is feeling an emotion (e.g., happiness), or by contextual factors, such as when the marketer positions a product offer in an affective way (e.g., "you will love this product!") or when the product itself is more hedonic (e.g., a cell phone for personal use, a weekend sports car) (Elster and Loewenstein 1992) . Similarly, cognitive decisions may be caused by internal factors, such as when a person is not experiencing any specific emotion and focuses on objective product information, or by contextual factors, such as when the marketer positions a product offer more objectively (e.g., "think about this product") or when the product itself is more utilitarian (e.g., a cell phone for business purposes, a weekday car for work) (Chandon, Wansink, and Laurent 2000; Oliver 1993 ). The definitions of cognitive and affective decisions are important in understanding when uncertainty will be detrimental or beneficial to a promotion.
To shed light on the role of uncertainty, we first examine cognitive decisions. Consider a consumer buying a cell phone strictly for business purposes and thus not approaching the decision with intense feelings. A promotion is offering a free car charger for sure (certainty) or either a silicone case or a car charger, which will not be revealed until the purchase is made (uncertainty). In the case of cognitive decisions, the consumer is mostly searching for product information that will help him or her make a decision. In support of this idea, Oliver (1993, p. 419) classifies the steps of forming a satisfaction judgment that involve gathering information as the "cognitive part of satisfaction judgments." When there is certainty, the consumer will view the promotion positively because knowing exactly which gift he or she will receive provides information that will help the consumer make a judgment (Calvo and Castillo 2001; Loewenstein 1994 ). When there is uncertainty, however, the consumer does not have as much information to make a decision. Indeed, information about the free gifts is restrained to possible offers, and the consumer does not know what he or she will get. Dhar (1997) shows that consumers tend to delay choices and favor inaction when they are uncertain about their decisions. Therefore, consumers should have lower purchase intentions when there is uncertainty than when there is certainty.
Next, we examine affective decisions. Consider the same promotion, only this time the consumer is buying a cell phone for personal purposes (getting in touch with friends and family members) and thus is approaching the decision with more intense feelings. In this case, the information provided by knowing the exact gift that will come with the purchase may not be viewed as positively as it is when a decision is cognitive (i.e., knowing exactly what will happen is not as important). Alternatively, a consumer making an affective decision may look for cues that associate the purchase with the affective way he or she is approaching the decision. While uncertain promotions are cognitively negative because they convey lack of information, they are affectively positive because, while consumers do not know exactly what they will get, they know they will get a gift. Because companies do not typically offer gifts with negative attributes, the promotion becomes a positive surprise (Heilman, Nakamoto, and Rao 2002; Valenzuela, Mellers, and Strebel 2010) . Thus, a surprise is viewed positively because it matches a decision that involves feelings. As a result, consumers should have greater purchase intentions when there is uncertainty than when there is certainty.
This matching prediction finds support in previous research. Edwards (1990) presents a model and evidence that when an attitude is formed primarily from affect (cognitions), persuasion techniques involving affective (cognitive) cues are more successful in influencing consumers. In the context of free gifts, a promotion that emphasizes the affective aspects of a decision encourage an attitude primarily based on affect, which means affective cues, such as a gift that is a surprise, should be more effective than cognitive cues. This prediction is also consistent with the compatibility principle (Slovic, Griffin, and Tversky 1990; Tversky, Sattath, and Slovic 1988) , which suggests that a product dimension that is consistent with the way a consumer approaches a decision receives more weight during the decision-making process. Finally, this prediction is consistent with research on the effectiveness of promotions when there is a match between the nature of a product category, utilitarian or hedonic, and the nature of the promotion, such as Kivetz (2005) and Chandon, Wansink, and Laurent (2000) , who were the first to show that consumers prefer nonmonetary promotions when purchasing hedonic products and monetary promotions when purchasing utilitarian products.
We contribute to this literature by providing an extensive investigation of the effectiveness of promotions involving certain and uncertain free gifts, which depends on the way consumers approach a purchase decision. This investigation tests not only the framework outlined here but also the ways managers can improve promotion effectiveness even when there is a mismatch between the degree of uncertainty and a consumer's affective state. Finally, we show that product categories are not always uniquely associated with a certain decision approach (cognitive vs. affective). Indeed, the same purchase, within the same product category, can be significantly changed by promotions that subtly direct decision making to a more cognitive or a more affective approach.
Summary and Overview of Studies
In summary, consumers appreciate the presence of product information when they are making a cognitive decision (because certainty provides information and uncertainty does not). In contrast, they like to be surprised when they are making an affective decision (because uncertainty provides a surprise and certainty does not). Thus:
In cognitive decisions, promotions involving uncertainty about a gift result in decreased purchase likelihood compared with promotions involving certainty. H 2 : In affective decisions, promotions involving uncertainty about a gift result in increased purchase likelihood compared with promotions involving certainty.
The empirical work that follows examines several aspects of the influence of affect on the effectiveness of marketing promotions involving uncertainty. This investigation involves four studies with more than 1000 people, in both field and laboratory settings. First, consistent with our hypotheses, we show that cognitive decisions favor certainty and affective decisions favor uncertainty about free gifts (Studies 1 and 2). Study 1 is a field study that demonstrates that when consumers make cognitive (affective) decisions, promotions involving uncertain gifts are less (more) effective than promotions involving certain gifts. Study 2 shows that increasing the probability of winning a specific gift over another increases the certainty associated with a promotion; this increases purchase likelihood when people make cognitive decisions (these people appreciate certainty) and decreases purchase likelihood when people are making affective decisions (these people do not appreciate certainty).
After showing the basic effect, we demonstrate how promotions involving uncertainty can be viewed more positively when people are making cognitive decisions. This can be accomplished in two ways: by decreasing the amount of uncertainty of the promotion (Studies 2 and 3) or by providing consumers with more information about the gift options (Study 4). We also show how managers can maintain positive reactions when consumers make affective decisions and face promotions involving uncertainty. This can be accomplished by maximizing the level of uncer-
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Marketing Promotions Involving Free Gifts / 115 tainty (Study 3). Study 3 shows that as consumers become more certain about the gifts they may receive (receive three gifts out of four instead of one gift out of four), purchase likelihood decreases when people make affective decisions but not when they make cognitive decisions. Study 4 shows that providing more information about the possible gift options increases purchase likelihood when consumers make cognitive decisions but not when they make affective decisions.
Study 1
Study 1, a field study, tests the prediction that promotions involving uncertainty (vs. certainty) about a free gift are more effective when the decision is affective but less effective when the decision is cognitive. We conducted the study at two restaurants that offer dine-in service and takeout, one in a European city and the other in a South American city. Customers were told about a food offer ("today's special") that involved a free item. They were either told which free item they would get if they ordered the special or that they would get one of two possible items. The sign announcing the free item read "Think about it!" ("Feel the love!") to encourage a cognitive (affective) decision. The signs were translated and reverse-translated to ensure they maintained vocabulary equivalence and the objective of the original message. We expected a higher proportion of customers making a cognitive decision to order "today's special" when they knew which free item they would receive. In contrast, we expected a higher proportion of customers making an affective decision to order "today's special" when they were not sure about which free item they would receive.
Method
Participants and design. Participants were 105 restaurant customers (52% male). The design was a 2 (decision affect: cognitive vs. affective) × 2 (certainty associated with free gift: certain vs. uncertain) between-subjects design.
Procedure and stimuli. We conducted the study over two days during lunch break (11:30 A.M.-1:30 P.M.). The restaurants typically have a single special every day of the week. The two days we selected were two consecutive Thursdays in July. We ran the four conditions in each day of collection, in each restaurant. Specifically, in each restaurant, the assistant who brought the research materials to the restaurant, blind to our hypotheses, was told that all four conditions should be run each day. The assistant was told to randomly select the order in which the conditions were run during the first day and do the same for the second day (with a new random order). Thus, all four conditions were run each day, in each restaurant, with each condition running for 30 minutes during lunch time. The restaurant offered the same dish (spaghetti and meatballs) on both days to avoid any dish-or day-related variation. The number of specials ordered and the total store revenue across both days were similar. As customers approached the cash register to place their order, the employee made the following offer: "Hey, we are running a promotion today! If you order today's special you will get a [can of Coke] [can of Coke or a bag of potato chips]." In the uncertain condition, customers were made aware that the gift would be randomly selected. When telling the customer about the promotion, the employee pointed to a sign on the counter. The sign described the same promotion, except that it had a title on the top manipulating the degree of decision context affect that read "Think about it!" in the cognitive condition and "Feel the love!" in the affective condition (for the stimuli used in the certain condition, see the Appendix). Participants indicated whether they wanted to make the purchase. The employee recorded on a sheet of paper whether the customer made the purchase and the customer's gender. When the free item was uncertain, the employee flipped a coin to select one of the two free items and handed it to the customer.
Results

Pretest.
A pretest (N = 40) involving the same populations as those of the main study asked people to indicate how affective their decision was. We first gave participants a definition, explaining that decisions can be more affective, involving more intense feelings and emotions, or more cognitive, involving less intense feelings and more thoughts during the decision-making process. We then exposed them to each of the promotions we used ("think about it" vs. "feel the love") and asked them to indicate how affective their decision would be in that situation (1 = "very cognitive," and 9 = "very affective"). People in the cognitive condition indicated that the decision would be much less affective (M = 3.85) than people in the affective condition (M = 5.60; F(1, 38) = 5.78, p < .05). These results indicate that our manipulation would have the intended impact in the main study.
Purchase behavior. Figure 1 presents the percentages of customers who bought the special. A binary logistic regression indicated an interaction between the decision context and certainty factors ( 2 (1) = 7.74, p < .01). The venue in which the purchases were made ( 2 (1) = .38, p > .54) and gender did not influence the results ( 2 (1) = .09, p > .77). When the decision was cognitive, participants were less 63.0
Decision Affect Choice of Today's Special (%)
Certain Uncertain likely to order the special when the free item was uncertain (30.8%) than when it was certain (64.0%;  2 (1) = 5.65, p < .05). When the decision was affective, participants were more likely to order the special when the free item was uncertain (63.0%) than when it was certain (29.6%;  2 (1) = 6.03, p < .05).
Discussion
Using consumers from two countries, Study 1 shows that promotions involving uncertainty about possible gifts are beneficial (detrimental) to marketers in affective (cognitive) purchase decisions. These results support H 1 and H 2 . Because this was a field study, we could not establish appropriate controls for indicating exactly how uncertainty influenced the results. Further understanding of how uncertainty influences purchase behavior allows managers to design campaigns that will influence this mechanism and increase the effectiveness of their promotions.
Study 2
In Study 2, we used a decision about buying a cell phone and manipulated decision affect by either examining a context in which a consumer buys a phone for personal use only (affective) or for work use only (cognitive). We manipulated uncertainty by varying the probability that the consumer may win one gift over another. The higher the probability that the consumer may win one gift over the other, the less uncertainty there should be. In a cognitive decision, a decrease in uncertainty should increase purchase likelihood. In an affective decision, a decrease in uncertainty should decrease purchase likelihood.
Method
Participants and design. Participants were 163 students who participated in exchange for course credit. The design was a 2 (decision context affect: cognitive versus affective) × 3 (certainty associated with free gift: certain, 50% uncertain, 75% uncertain) between-subjects design.
Procedure and stimuli. Participants entered a behavioral laboratory, were seated in front of computers, and were told that they would participate in a purchase decision study. These were the instructions in the cognitive (affective) decision condition: "Imagine that you are looking for a phone that will be used strictly for work (personal) purposes. You are looking at options and you are not sure which one you should get until you find out that one of the offers involves a gift." In the certain condition, participants were told that they would get a free silicone case or free earphones (we counterbalanced which option was offered). In the 50% uncertainty condition, they were told that there was a 50% chance that they would get a free silicone case and a 50% chance that they would get free earphones. In the 75% uncertainty condition, they were told that there was a 75% chance that they would get a free silicone case and a 25% chance that they would get free earphones (we counterbalanced which option was the 75% and the 25% option). Participants then indicated their likelihood to buy the phone on a nine-point scale (1 = "not likely at all," and 9 = "very likely"). Finally, we asked participants how affective the decision had been (1 = "very cognitive," and 9 = "very affective") using the same question we used in the pretest to Study 1, which explained the concept of a cognitive and an affective decision, except that this time we asked participants in the main experiment, who had just made a decision. We also asked them how certain they were about which free gift they would receive (1 = "not certain at all," and 9 = "extremely certain"). In addition to counterbalancing the stimuli, a pretest (N = 56) asking participants about the value of each gift (1 = "no value at all," and 9 = "a lot of value") showed that the silicone case (M = 5.23) and the earphones (M = 5.41) were perceived to have the same value to our sample (t(55) = .43, p > .67).
Results
Manipulation checks. For participants in the cognitive decision condition, their decision about the phone was significantly less affective (M = 3.85) than that of participants in the affective decision condition (M = 6.16; F(1, 157) = 45.49, p < .01). Affect was equivalent across the certain (M = 4.93), 75% uncertain (M = 4.84), and 50% uncertain (M = 5.24) conditions (F < 1), and the interaction between decision affect and uncertainty was not significant (F < 1). Participants in the certain condition were more certain about which free gift they would receive (M = 6.34) than participants in the 75% uncertain condition (M = 5.27), who were more certain than participants in the 50% uncertain condition (M = 3.61; both ps < .01). Certainty was equivalent across the cognitive (M = 4.95) and affective decision conditions (M = 5.20; F < 1), and the interaction between decision affect and uncertainty was not significant (F < 1).
Likelihood to buy. An analysis of variance (ANOVA)
showed an interaction between the decision affect and certainty factors (F(2, 157) = 27.01, p < .01; see Figure 2 ). In the cognitive decision condition, participants in the certain condition (M = 6.61) indicated higher likelihood to buy than those in the75% uncertain condition (M = 4.89; F(1, 157) = 9.39, p < .01), who indicated higher likelihood to buy than those in the 50% uncertain condition (M = 3.00;
/ Journal of Marketing, March 2013
FIGURE 2 Study 2 Results
Cognitive Affective 
Decision Affect Purchase Likelihood
Certain 75% uncertain 50% uncertain
Marketing Promotions Involving Free Gifts / 117
F(1, 157) = 9.29, p < .01). In the affective decision condition, participants in the certain condition (M = 3.57) indicated lower likelihood to buy than those in the 75% uncertain condition (M = 5.13; F(1, 157) = 4.96, p < .05), who indicated lower likelihood to buy than those in the 50% uncertain condition (M = 6.31; F(1, 157) = 4.39, p < .05).
Discussion
Study 2 shows the impact of uncertainty on purchase decisions that have a cognitive and an affective nature. Telling consumers how likely they are to win certain gifts can be a powerful promotional strategy. The effectiveness of the promotion depends on how the consumer approaches the purchase decision (with more or less intense feelings) and on how the marketer describes the probabilities of winning a gift, because this probability affects the amount of uncertainty involved. Making the probability of winning one of the gifts higher added certainty to the process, which increased purchase likelihood when the decision was cognitive. However, it seems that this certainty also eliminated some of the fun involved in figuring out which gift a consumer would get, which decreased purchase likelihood when the decision was affective. An alternative explanation for our findings is that people in the cognitive condition are more price sensitive, and thus more uncertainty averse, than people in the affective condition. To test for this explanation, we ran a similar procedure to that of the main study, except that this time we simply asked people (N = 201) to consider the purchase of a phone strictly for work versus personal purposes, which encourages decisions based on cognitions versus affect. While participants in the cognitive condition indicated lower decision affect (M = 4.53) than those in the affective condition (M = 6.14; F(1, 195) = 22.16, p < .01), there were no differences in price sensitivity. When we asked participants how much they were willing to pay for a phone that would match their purposes, both conditions indicated similar willingness to pay (WTP) (M cognitive = $339.48 vs. M affective = $319.90, F < 1). We also showed participants a series of cell phones that increased in price ($299, $399, $499) and asked them to indicate how expensive they thought each phone was (1 = "not expensive at all," and 9 = "extremely expensive"). While perceptions increased as the price increased (M $299 = 5.76 vs. M $399 = 6.73 vs. M $499 = 7.65; F(2, 390) = 296.90, p < .01), there were no differences across the cognitive and affective conditions (F < 1). Finally, we asked respondents about likelihood to buy (1 = "not likely at all," and 9 = "very likely") in three unrelated categories, emphasizing the product price, and did not find any difference in an MP3 player for $199 (M cognitive = 5.31 vs. M affective = 5.34; F < 1), a coffee table for $300 (M cognitive = 5.17 vs. M affective = 4.99; F < 1), and a backpack for $55 (M cognitive = 5.10 vs. M affective = 5.16; F < 1). We also ran this test of price sensitivity for Study 3 and did not find an influence of the decision context affect manipulation on price sensitivity.
Study 3
Whereas the bulk of previous research focuses on the negative impact of uncertainty, the current research offers a new perspective, which can also predict when uncertainty will be positive. Study 3 focuses on understanding why uncertainty is positive in affective decisions. We had all participants make an affective decision and manipulated how many gifts participants would get (one, two, or three) out of a set of four. In one condition, participants were told exactly which gift(s) they would get out of the four gifts presented, while in the other condition, to generate uncertainty, we simply told them how many gifts they would get out of the same set. When there was certainty about the gifts, we expected that participants would be driven by the number of gifts they could receive, resulting in higher likelihood to buy as the number of gifts increased. When there was uncertainty about the gifts, there should be a high amount of uncertainty when participants were supposed to receive one or two gifts. However, this uncertainty should decrease when participants were supposed to receive three gifts. In this case, the participants knew they were getting most of the listed gifts, and the probability of not receiving each gift was smaller than when they were getting one or two gifts only. Although there was still some uncertainty, we predicted that participants in this condition would be less likely to buy the product as uncertainty decreased. Therefore, our uncertainty explanation is incongruent with a rival account based on the mere value of the set of gifts (one < two < three). If uncertainty does not play a role and participants base their judgment on value, more gifts should merely lead to a higher likelihood to buy.
Method
Participants and design. Participants were 224 students who participated in exchange for course credit. The design was a 2 (certainty associated with free gift(s): certain vs. uncertain) × 3 (number of free gifts: one vs. two vs. three) between-subjects design. We used only the affective decision condition of the previous studies.
Procedure and stimuli. We again used a cell phone purchase as the domain of investigation. This time, similar to Study 1, we encouraged an affective decision by announcing the phone as "a phone that you will love and will keep you company any time of the day." The procedure was similar to that of Study 2. Participants were told about four possible gifts that the store was offering: a car charger, ten just launched applications, earphones, and a silicone case. A pretest (N = 43) showed that these gifts were considered to have similar value (M charger = 5.63, M apps = 5.35, M earphones = 5.40, M case = 5.44; F < 1). In the certain condition, participants were also told what the possible gifts were and the exact gift(s) (one, two, or three) that they would get if they purchased the product. Unbeknownst to participants, we randomly selected the gifts out of the set of four. In the uncertain condition, to make it comparable to the certain condition, we also told participants what the possible gifts were, but only that they would get one, two, or three of those gifts, not which one(s) of the four they would get. As in Study 2, we asked participants how likely they were to buy the phone, how affective the decision was, and how certain they were about what free gift(s) they would get. Finally, we asked participants how fun they perceived the promotional offer to be (1 = "not fun at all," and 9 = "a lot of fun") to determine whether likelihood to buy increases when there is uncertainty because uncertainty makes the promotion fun, which fits an affective decision.
Results
Manipulation checks. The decision affect mean (M = 6.59) was above the midpoint of the scale (5; t(223) = 10.48, p < .01), which indicates the high amount of affect involved in people's decision. Decision affect did not vary by certainty or number of gifts condition (both Fs < 1). As we expected, participants in the certain condition perceived that there was more certainty about the free gift(s) (M = 5.89) than those in the uncertain condition (M = 4.55; F(1, 218) = 17.34, p < .01). Within the uncertain condition, participants in the threegift condition perceived more certainty (M = 5.53) than those in the one-gift (M = 4.08; F(1, 218) = 6.72, p = .01) and two-gift (M = 4.05; F(1, 218) = 7.53, p < .01) conditions.
Likelihood to buy. An ANOVA showed an interaction between the certainty and the number of gifts factors (F(2, 218) = 20.90, p < .01; see Figure 3 ). In the certain condition, participants were less likely to buy the product when they would receive one gift (M = 4.05) than two gifts (M = 5.53; F(1, 218) = 9.67, p < .01), and they were less likely to buy the product when they would receive two gifts than three gifts (M = 6.65; F(1, 218) = 5.26, p < .05). In the uncertain condition, participants were as likely to buy the product when they would receive one gift (M = 6.42) as when they would receive two gifts (M = 6.30; F < 1). However, they were less likely to buy the gift when they would receive three gifts (M = 4.62) than one (F(1, 218) = 12.28, p < .01) and two (F(1, 218) = 12.32, p < .01) gifts.
Perceptions of fun.
In the certain condition, there was no difference in fun perceptions among number of gift conditions (M one = 5.27, M two = 5.09, M three = 5.22; F < 1). In the uncertain condition, however, participants perceived the promotion to be less fun in the three-gift condition (M = 4.71) than in the one-gift (M = 6.03; F(1, 218) = 6.34, p = .01) and two-gift (M = 6.15; F(1, 218) = 9.77, p < .01) conditions. Of primary interest is whether perceptions of fun mediated the results in the uncertain condition; thus, we conducted a mediation analysis (Preacher and Hayes 2008) . The perception of fun pathway from number of gifts condition to likelihood to buy (indirect effect) was negative and significant, with a 95% confidence interval excluding zero (indirect effect = -.70; 95% confidence interval: -1.22 to -.22), which supports mediation. The number of gifts had a significant effect on perceptions of fun ( = -.74; t(110) = -2.92, p < .01) and a significant total effect on likelihood to buy ( = -.89; t(110) = -3.43, p < .01). Perceptions of fun had a significant effect on likelihood to buy ( = .95; t(110) = 27.10, p < .01). The direct effect of number of gifts on likelihood to buy, however, was not significant ( = -.18; t(109) = -1.88, p > .05). This pattern of results is consistent with full mediation (Zhao, Lynch, and Chen 2010) .
Discussion
Study 3 demonstrates how uncertainty may increase the effectiveness of promotions when consumers make affective decisions. Importantly, uncertainty may have a stronger impact than simply offering more to consumers. Indeed, when offering more decreases uncertainty, the strategy may backfire because consumers may perceive the promotion to be less fun than they do when there is more uncertainty. This dramatic effect is predicted in our conceptualization and may increase profitability by allowing companies to offer more to consumers while spending less, at least when the promotional offer is positioned in an affective way.
Study 4
Our conceptualization posits that when consumers make a cognitive decision, there are two ways of increasing purchase likelihood: increasing the amount of certainty about which free gifts consumers will receive or increasing the amount of information about the offer. This study focuses on the second way, keeping the amount of certainty constant and increasing the amount of information. This strategy should improve the effectiveness of a promotion involving uncertainty when consumers make a cognitive decision. We increased information amount by either showing pictures of the free gifts or presenting information about the attributes of the gifts. We used two different strategies to show generalizability, but they were pretested to increase information amount to the same extent (for the pretest description, see the following section under "Procedure and Stimuli") and influence the results in a similar way. In addition, the manipulation did not reveal which free gift the consumer was getting, thus keeping uncertainty constant. If consumers making a cognitive decision indeed value receiving information about the offer, providing information, either attribute descriptions or pictures, should increase their likelihood to buy, even if they were still uncertain about which free gift they would get. When consumers made an affective decision, they should be positive toward a promotion involving uncertainty independent of the amount of information provided. We did not expect showing pictures or attribute information to make the promotion more or less fun, because it does not influence the uncertainty about which gift the customer will receive (i.e., the gift was still not revealed).
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Finally, to increase the external validity of our procedures and generalization of the findings, this study examined laptop purchases and had a dependent measure that more strongly examined behavioral intentions. Participants were told that a company had a deal with the university to offer students laptops and were asked whether they were interested in having the company contact them, along with how much they were willing to pay for the laptop.
Method
Participants and design. Participants were 387 students who took part in the study in exchange for course credit. The design was a 2 (decision context affect: cognitive vs. affective) ¥ 4 (information about free gifts: certain vs. uncertaincontrol vs. uncertain-pictures vs. uncertain-attributes) between-subjects design.
Procedure and stimuli. Participants were told that a laptop computer seller was working with the university to sell to its students and that one of the deals involved a 14-inch screen white model, with six gigabytes of DDR3 RAM. They were told that the offer involved a gift. The gifts we used were a car charger and an external mouse, which were pretested (N = 57) as having the same value to the participant population (M charger = 4.02, M mouse = 4.07; t(56) = .13, p > .90). This time, we measured, rather than manipulated, decision affect by asking participants whether they were going to use the laptop mostly for work or mostly for personal use. A laptop for work should involve a more cognitive decision, while a laptop for personal use should involve a more affective decision. In the certain condition, we told participants which gift they were going to get if they bought the product (we counterbalanced which one of the two gifts participants would get). In the uncertain-control condition, we told participants that they would get one of the two gifts. In the uncertain-pictures condition, we told participants they could receive one of the two gifts and showed pictures of the car charger and the external mouse they could get. In the uncertain-attributes condition, we told participants they could receive one of the two gifts but, instead of pictures, we added information about the attributes of the gifts: car charger (universal DC car power adapter; input voltage: 100-240 volts, allows worldwide usage) or external mouse (retractable cable, optical mouse, 4.2 ounces). A pretest had confirmed that presenting the attribute information or pictures of the items, without the purchase context, did not affect perceptions of value of the items compared with simply naming them (all Fs < 1).
We then asked participants whether they were interested in having the company contact them to discuss the purchase and, in case they were, they should write down their e-mail address. We also asked participants how much they were willing to pay for the laptop. Finally, we asked participants about decision affect and certainty, in the same way as in the previous studies, and whether they perceived they had received enough information about the gifts (1 = "not enough information at all," and 9 = "a lot of information").
Results
Manipulation checks. For participants in the cognitive decision condition (those reporting intentions to use the laptop for work; N = 161), their decision about the computer was significantly less affective (M = 4.27) than that of participants in the affective decision condition (those reporting intentions to use the laptop for personal use; N = 226) (M = 6.17; F(1, 379) = 55.98, p < .01). Affect did not vary by information condition, and the interaction was not significant (both Fs < 1). Participants in the certain condition were more certain about which free gift they would receive (M = 6.02) than participants in the uncertain-control condition (M = 4.30; F(1, 379) = 23.13, p < .01), uncertain-pictures condition (M = 4.47; F(1, 379) = 18.88, p < .01), and uncertainattributes condition (M = 4.29; F(1, 379) = 25.66, p < .01). Certainty did not vary by decision affect condition, and the interaction was not significant (both Fs < 1). Note that "certainty" in the study refers to whether participants knew exactly which gift they would receive. Thus, offering more pieces of information about the possible gifts did not make participants more certain about their gift. We did, however, receive confirmation that the information manipulation worked. Participants in the uncertain-pictures (M = 5.60; F(1, 379) = 22.85, p < .01) and uncertain-attributes (M = 5.23; F(1, 379) = 12.98, p < .01) conditions indicated that they had more information about the products than participants in the uncertain-control condition (M = 3.98). Uncertainty in the uncertain-pictures and uncertain-attributes conditions did not differ (F < 1).
Interest. A binary logistic regression on whether participants left their e-mail address indicated an interaction between the decision affect and certainty factors ( 2 (1) = 9.64, p < .01; see Figure 4 ). In the cognitive decision condition, participants were less interested in making the purchase in the uncertain-control condition (34.2%) than in the certain condition (71.4%;  2 (1) = 11.12, p < .01). However, confirming our predictions, participants in the uncertain-pictures (57.8%;  2 (1) = 4.59, p < .05) and uncertain-attributes conditions (55.6%;  2 (1) = 3.41, p = .05) were more interested than participants in the uncertain-control condition. In the affective decision condition, we found a different pattern of results. As long as there was uncertainty, participants were interested in making the purchase. Participants were less interested in making the purchase in the certain condition 
Interest (%)
Certain Uncertain-control Uncertain-pictures Uncertain-attributes (33.3%) than in the uncertain-control (70.0%;  2 (1) = 15.30, p < .01), uncertain-pictures (68.8%;  2 (1) = 13.96, p < .01), and uncertain-attributes (69.4%;  2 (1) = 16.60, p < .01) conditions.
WTP. An ANOVA showed an interaction between the decision affect and certainty factors (F(3, 379) = 8.00, p < .01). In the cognitive decision condition, participants in the certain condition (M = $1,078.10) indicated higher WTP than those in the uncertain-control condition ( 
Discussion
Study 4 tests a different part of our conceptualization, which involves how managers can increase positivity toward promotions that involve uncertainty when affect is not a strong determinant of a decision. Consistent with our conceptualization, we found that providing information to consumers, visual or textual, increases purchase likelihood compared with situations in which there is uncertainty and little information is provided. These findings are important theoretically, in that they show that consumers who make a cognitive decision are not as interested in having fun as are consumers making an affective decision; these consumers are interested in obtaining the necessary product information. These findings are also important for marketing practice, in that they show that when promotions involve uncertainty, providing extensive product information may be a way to guarantee that this promotion will be viewed positively by both customers making a cognitive decision and those making an affective decision.
General Discussion
Marketers struggle to design effective and profitable promotional campaigns. The current research examines the role of uncertainty in promotions involving free gifts, because several previous findings point to possible positive and negative effects of adding uncertainty to this type of promotion. In an attempt to understand these inconsistencies, our research provides insight into the conditions that make uncertainty beneficial or detrimental to such promotional efforts. When a decision is more affective, introducing uncertainty (not telling consumers which free gift they will receive until the purchase is made) increases purchase likelihood. When a decision is more cognitive, introducing uncertainty decreases purchase likelihood.
Theoretical Contributions
A field study provides evidence for our conceptualization in actual purchases. We subsequently tested our hypotheses in controlled laboratory settings, in which we demonstrated that people making a cognitive decision view information as positive, while people making an affective decision view the surprise related to the uncertainty as positive. We obtained the dual effect of uncertainty in product categories that involve both goods (cell phones and laptops) and services (restaurant) and showed that the approach people take when making a decision, within the same product category, can be manipulated by marketers. In addition, the effect appears in actual choices, purchase intentions, WTP, and expressed interest in being contacted by a firm to make a purchase. Furthermore, we demonstrated that the probabilities associated with each outcome (free gifts in a promotion), the number of gifts, the presence of pictures, and the presence of attribute information are boundary conditions of this effect. For example, offering the consumer most of the possible free gifts involved in an offer may decrease uncertainty and be detrimental to a promotion's effectiveness when the decision is affective.
To the best of our knowledge, no research has explored the idea that people's affective state may make them more open to pleasant surprises, which are fun and make people more positive toward uncertainty than toward certainty, which is not as fun. Heilman, Nakamoto, and Rao (2002) examine the effect of a surprise coupon on consumers' total basket, while Valenzuela, Mellers, and Strebel (2010) examine the effect of an unexpected gift on emotional responses (momentary pleasure). Our research is congruent with these findings; moreover, it extends them by showing that the effectiveness of surprise depends on how affective a decision is and that consumers approaching a decision more cognitively prefer to know what they will receive than to be surprised.
The implication of our findings is that further research on uncertainty should more closely consider people's affective state, or whether the object of a decision encourages more cognitive or affective processing. For example, Van Dijk and Zeelenberg (2007) find that elevating the degree of curiosity associated with possible outcomes reduces regret aversion and increases purchase intentions. Our framework explains these findings by associating curiosity with affect. Curiosity would encourage a more affective decision, and this affect would make people more open to a surprise, which would make a consumer more positive toward uncertainty. In support of this idea, researchers have associated curiosity with impulsive, highly affective purchases, which may result in regret Tsiros 2009; Van Dijk and Zeelenberg 2007; Zeelenberg and Pieters 2007) and influence future purchases. Regret should receive further attention because, for example, a consumer who was positive about a promotion involving uncertainty could become disappointed if the gift received is not her favorite gift from the set. This outcome could influence consumer satisfaction and loyalty. We hope our findings will encourage more research on the role of affect and regret in this area.
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Managerial Implications
Our findings suggest an array of novel strategies marketers can use. The categories we used in our studies involved low-to medium-priced products, such as eating at a restaurant and purchasing a cell phone or a laptop. Nevertheless, it is important to offer some recommendations that may influence purchases in a larger array of categories, admittedly at varying levels of effectiveness. When affect is unlikely to be aroused, retailers should create more certain environments by telling consumers the exact gift to be received or offering more information about the gifts. When the goal is to generate affect, a salesperson may be able to tell a family buying a car, for example, to remember all the good memories they had while spending time as a family on vacation. This suggestion should generate affect, which should lead the family making a decision to be more open to a promotion involving uncertainty (e.g., you may receive a set of floor mats or a roof rack as a gift). In situations not likely to generate affect, such as a businessman purchasing a car for work, the same promotional strategy may backfire. In this case, we recommend that the exact gift be revealed and every possible term associated with the promotion be disclosed.
In cognitive decisions, in which people seem to be averse to uncertainty, managers of promotional campaigns can take actions to manage this uncertainty aversion if uncertainty is unavoidable. For example, presenting reviews of customers who have participated in similar promotions could help customers cope with uncertainty. Presenting pictures of the possible promotional items may also help customers by providing information. Indeed, uncertainty aversion can be managed by presenting a great deal of information about the possible promotional items. Note that in this case, the customer still does not know for sure which gift he or she will receive (uncertainty is still present), but the amount of information presented may be used as a cue to fight the reservations against uncertainty that some customers may have.
Related to the previous point, providing additional information, pictorial or textual, typically involves increased costs, both the cost of advertising and the cost of time associated with providing and receiving the information. First, we advise firms to use this strategy uniquely for offers that will involve cognitive decisions, because offers involving affective decisions will benefit from a simple emphasis on the "fun" side of the offer. Second, an interactive approach in which consumers are asked about information that they want to see may allow for the presentation of the optimal amount of information that a consumer is willing and able to process, increasing the effectiveness of the promotion.
One promotional strategy is to offer multiple gifts to customers, with the expectation that the more gifts, the more likely customers are to buy the product. Our findings suggest that this strategy can be used in a promotional campaign involving certainty, in which the relative number of gifts increases the perceived value of the purchase. Although, in general, this strategy may be effective, we show that it is less effective when the decision context is affective and involves uncertainty. Therefore, a more costeffective strategy in this case may be offering fewer gifts relative to the total amount of possible gifts, which will keep uncertainty high and not "kill the fun" associated with the presence of uncertainty.
In addition, marketers have recently begun using surprise coupons, with their value being revealed at the register. Although our research focuses on free gifts and such surprise coupons are monetary, our findings may offer some guidelines for marketers. For example, Barnes & Noble and Gap recently introduced surprise coupons with values ranging from 15% to 50% off a single item. Such attempts generate the element of surprise and could possibly be perceived as fun and effective. In line with our framework, we argue that marketers should use this type of promotion in an affectively approached decision. For example, a customer purchasing a textbook or a how-to book from Barnes & Noble may be offered a more certain coupon than someone purchasing a magazine or a book from the entertainment category.
In all current studies, we used gift options that have similar value to consumers; thus, the current findings cannot be generalized to situations in which the gift values vary. A worthwhile strategy for marketers to test is how variations on the value of each gift option (offering a set of possible gifts that vary in value or desirability for consumers) affect purchase likelihood, as well as the potential long-term negative effects from not receiving the highestvalued item. While for consumers making an affective decision, value may not be as important as the fun of the promotion, emphasizing the different values might contribute to the excitement of not knowing whether the consumer will win the highest-value product, making the promotion more fun and more attractive. Alternatively, for consumers making a cognitive decision, emphasizing the specific value of the gift options (different prices, customer ratings) may provide additional information, which will make the promotion more attractive than emphasizing the fun of not knowing whether the consumer will win the highest-value product.
Finally, although we did not manipulate affect with the use of affective gifts, a large array of products are affective in general (hedonic products), and these products, when used as gifts in a promotion involving uncertainty, could increase decision affect and improve the effectiveness of the promotion (Chandon, Wansink, and Laurent 2000) . For example, when a consumer is buying furniture, a way to increase decision affect is to offer possible gifts such as a picture frame set, a cute pillow "for the kids," or a set of barbeque tools "for the family." When the gifts are not revealed until the purchase is made, such gifts would be more effective than less affective products, such as a free extra chair, a vase, or a floor lamp. Understanding the role of affect in situations in which consumers tend to avoid uncertainty may help both researchers and marketers unlock the mystery of people's conflict between their desire for and avoidance of uncertainty.
